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Abstract 
This investigation examines the underlying factors behind audience participation in Coca-Cola’s 
‘Share a Coke’ campaign, which became a trend on social media in Denmark in the summer of 
2013. A questionnaire was formed in order to conceptualise the audience as a field of 
respondents, and questions were composed to conduct a reception analysis and gain an insight 
into the respondents’ knowledge of the campaign. The answers were processed and categorised 
into four segment groups, chosen through random sampling. A qualitative investigation was 
launched with four interview subjects resembling the profiles of the four segments, in order to 
test the claims and findings derived from the questionnaire. This empirical data collection has 
been subjected to theoretical aspects of agent behaviour on social media in relation to habitus, 
capital forms and value creation, as predictive instruments to explain why the interview subjects 
would choose to actively participate in Share a Coke. The interview subjects gave rich accounts 
of their experiences, conclusively leading this investigation to find that active participation in 
Share a Coke leads to a reproductive pattern that enhances the campaigns visibility on social 
media exponentially. 
 
Summary 
Denne undersøgelse kigger på de underbevidste influenter i forbindelse med Coca-Colas 
marketingskampagne ‘Share a Coke’, som blev en trend på de sociale medier i Danmark i 
sommeren 2013. Der blev oprettet et spørgeskema for at konceptualisere publikum som et felt af 
respondenter, og spørgsmål blev formuleret for at fremføre en receptionsanalyse og få et indblik i 
respondenternes kendskab til kampagnen. Svarene blev behandlet og kategoriseret i fire 
segmenter, valgt efter tilfældig udvælgelse. En kvalitativ undersøgelse blev sat i gang med fire 
interviewrespondenterne tilhørende de fire segmenter, for at teste udsagn og resultater fra 
spørgeskemaet. Denne empiriske undersøgelse er blevet underlagt den teoretiske fremgangsmåde 
angående adfærdsmønstre på sociale medier i henhold til habitus, kapitalformer og værdiskabelse 
som forudsigende værktøjer, for at forklare hvorfor interviewrespondenterne aktivt valgte at 
deltage i Share a Coke. Interviewrespondenterne fremførte detaljerige beretninger om deres 
oplevelser, som afslutningsvis fører denne undersøgelse til at konkludere, at aktiv deltagelse i 
Share a Coke fører til et reproduktivt mønster, der eksponentielt forøger kampagnens synlighed 
på sociale medier. 
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1. Introduction 
This investigation aims to conduct a reception analysis to examine the effects of Coca-Cola’s 
social media marketing campaign ‘Share a Coke’ on its audience. More specifically, how this 
audience is affected and ultimately why some feel inclined to actively participate in the 
campaign. Share a Coke appeared in Denmark in the summer of 2013, when Coca-Cola removed 
their own logo from the iconic bottles and instead inserted various personal names or familial 
titles. The premise of the campaign was to invite consumers to share these customised Coca-Cola 
bottles with someone else via social media.  
 
In order to conduct an investigation that seeks to inquire about the motivation behind audience 
participation, an empirical data collection was launched, using both quantitative and qualitative 
methods, in order to gain knowledge from and about the audience itself. Methodological choices 
were made to process this data and these will be accounted for. Finally a discussion of theories 
relating to agent behaviour and social media will be applied to the findings from the quantitative 
data and the statements of the interview subjects in order to conclude on the underlying factors in 
the participation of the receivers. 
 
1.1 Problem Formulation 
The goal of this investigation is to answer the following problem formulation: 
How is the Share a Coke campaign from Coca-Cola received by its audience? 
 
1.2 Research Questions 
The investigation to answer the problem formulation will be approached through the following 
research questions: 
- What constitutes Share a Coke as a successful social media marketing campaign? 
- Why does the audience actively participate in the Share a Coke campaign? 
- How is receiver conduct on social media conditioned by value creation and doxa? 
- How is the reception of the campaign conditioned by the receivers’ habitus? 
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2. Coca-Cola and the ‘Share a Coke’ Campaign 
Being a globalised brand and the largest beverage company in the world, Coca-Cola are 
constantly running seasonal campaigns with various purposes. In the summer of 2013 Coca-Cola 
ran a dominant campaign deriving from their Australian department called ‘Share a Coke’. The 
term ‘sharing’ is not uncommon in relation to Coca-Cola marketing strategies. Coca-Cola has 
frequently sought to link themselves to togetherness, remarkably dated back to their ‘Hilltop’ 
campaign from 1971, which included the hit song Buy the World a Coke (The Coca-Cola 
Company, 2014). Share a Coke, however, distinguishes itself from former campaigns as the 
encouragement to share is expected to take place on social media platforms, rather than solely 
physically. In this investigation the term ‘value creation’ will be discussed in relation to the 
campaign. The term derives from a theoretical approach and is utilised in order to discuss 
motivational factors. It is, however, already visible in a denoted context as it is presented by 
Coca-Cola as one of their mission statements: “To create value and make a difference” (The 
Coca-Cola Company, 2014). 
 
Share a Coke was launched through multiple mass media channels including printed media, TV 
and particularly the internet. How these different platforms have operated during this campaign 
will not be further elaborated. Rather, because of its uniqueness, the visual appearance of the 
Coke bottle from the campaign will instead be explored through the practice of Roman 
Jakobson’s ‘Functions of Language’ (1960: 351-359). In short terms, this campaign entailed 
Coca-Cola replacing their easily recognisable brand name in the front of their Coke bottles with 
personal first names adopted from lists of popular names of the countries concerned. These 
names are introduced with a conative function of language as the message “Share a Coke with” 
serves as an imperative mode of communicating. The following name directly connects with the 
past utterance and is therefore equally categorised under the conative function. This function of 
language thereby shapes the dominant message on the front of the bottles, particularly 
substantiated by the font size of the personal name. However, equally significant for the overall 
perception of the communicated message is what, according to Jakobson, can be recognised as 
the emotive function of the layout (1960: 354). The label on the Coke is thus marked by white 
prints on a red background, with a font immediately recognised as the traditional typography 
used by Coca-Cola. These characteristics consequently serve as immediate links to the sender of 
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the message, as they do not alter the already introduced utterances about sharing, but rather 
clarify who the sender is. Less significant, it can be added that the back of the bottle contains the 
same informative text about the product, thus serving as a referential function. The denoted 
functions of the communicated messages apparent on the product demand certain interpretive 
elaborations on the campaign. The conative functions seemingly succeed in creating a personal 
product for the customer, for whom the name is likely to be found among the bottles. For the 
receiver, this can be anticipated to create a value of recognition, which might incline to purchase 
the product or at least catch some attention. What is not visible on the physical product of a Coke 
bottle but apparent on other platforms within this campaign is a so-called ‘hashtag’ exclaiming 
‘#ShareaCoke’ (App. 13). The inclusion of a hashtag proves ultimately significant as this serves 
as the link between the campaign and social media, on which the receiver is invited to participate. 
The hashtag is conclusively included for its phatic function as it serves as language for the sake 
of social interaction. 
 
Articles and comments on Share a Coke often deal with the term ‘de-branding’ (Fisher, 2013). 
De-branding is evidential in the campaign as the name and logo of the sender has been removed 
from the product. Because of this, the emotive functions of the message become vital. It might, 
therefore, be considered whether the success rate of the campaign ultimately depends on the 
value of recognition. It could consequently be anticipated that the campaign succeeds largely 
based on the fact that Coca-Cola is such an established brand. The dynamics induced by the 
communicative messages and the removal of the brand will be elaborated in relation to receiver 
conduct. 
 
3. Theoretical Approaches 
3.1 Value Creation through Social Media 
When analysing the social media campaign, Share A Coke, the roles played by the receivers in 
relation to the sender must be understood. This will be done through theories on social media as 
presented by Danish researchers Anja Bechmann and Stine Lomborg, who elaborate on the term 
‘new digital media phenomena’, which entails blogs, social networking sites and photo- and 
video sharing sites among others. The common denominator in new digital phenomena is that 
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everyone can communicate, create and share content with one another online (Bechmann & 
Lomborg, 2012: 3). 
  
When theorising social media there are three important characteristics: 
1. Communication is de-institutionalised. Users are in charge of shaping, sharing and controlling 
the content instead of media companies. However, the owner of the platform is still in charge 
ultimately. 
2. The users of the different social networks are regarded as producers and their activity keeps the 
different sites alive. Australian researcher Axel Bruns has coined the term ‘produser’ by 
combining ‘producer’ and ‘user’, fitting the modern role of “producing and using social media” 
(Ibid.) to highlight the private users importance in social media.  
3. Social media are fundamentally driven by interaction between users, meaning that participating 
companies must accept no hierarchal advantage (Ibid.). 
 
Bechmann and Lomborg categorise the different kinds of social media users into three main 
‘actor roles’, when considering their mode of engagement and belonging to specific online 
groups or networks. Firstly, there are the very active and well-known within their social groups, 
which Bechmann & Lomborg label as ‘insiders’ (Ibid.: 5). Secondly, there are the newcomers to 
their respective social groups, who are still learning how to behave in the specific community or 
sub genre but still participate actively, they are labelled as ‘newbies’. Finally, the third actor role 
entails the ones actively reading and following blogs or groups without contributing. These are 
labelled ‘lurkers’ (Ibid.). 
 
3.2 Sense-making 
It is regarded important to focus on a user’s online appearance as this is described to be highly 
constrained by his or her offline appearance, since social media in most cases are used for 
maintaining pre-existing relationships and thus influenced by biased impressions (Ibid.). From 
this it can be noted that if an individual was to communicate online with people he or she already 
knows from the ‘real’ world, it would be preferable to behave as close to their offline behaviour 
as possible. In addition to the relationship between one’s offline and online personality, several 
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studies depict a tendency of presenting oneself in different kinds of expressive forms, such as 
pictures, status updates, instant messaging etc., driven by a constant need for recognition (Ibid.). 
 
Numerous studies on social relationships and self-exploration describe how social media can be 
used for making sense of oneself through acting in accordance with equal minded co-users (Ibid.: 
7). This is considered adding to the valued sense of belonging and self development. Social 
media thus become a tool for shaping and developing oneself through creative and innovative 
measures (Ibid.). However, it must also be noted that these studies have mainly been based on 
users who contribute actively in the respective communities. These active users would mainly be 
made up by individuals fitting into the two actor role characteristics of insiders and newbies. The 
third and remaining actor role, lurkers, do not participate or contribute with their own creative 
content (Ibid.: 6). 
  
3.3 User-participation and Company Value Creation 
Analysing social media through the eyes of the companies creates another angle, as social media 
prove to constitute another platform for them to advertise and brand themselves motivated by 
economic value creation. A user should therefore be seen as a ‘tool’, as he or she can share 
content created by the companies or help create this content as a produser i.e. becoming the 
‘creative labour force’ (Ibid.: 8-9). Looking at the Coca-Cola campaign through this theoretical 
scope, a user sharing a Coke on any kind of social network becomes a tool for Coca-Cola in 
terms of value creation and also a part of the marketing campaign. The same individual might 
also entice friends and family to do the same, thus helping the campaign to go viral and the 
message to be passed on. Consequently, Bechmann and Lomborg’s understanding of value 
creation can be divided into two directions. One type of value based on sense-making, 
recognition and social relationships for the users and one type for the companies based on their 
economic value by utilising users’ creativity and activity in their online marketing (Ibid.: 10).  
 
3.4 Habitus 
In order to explain the motivations that lead receivers to actively participate in the Share a Coke 
campaign, the structural practices of their habitus can be considered relevant. The concept of 
habitus will be utilised, as coined by French sociologist Pierre Bourdieu, as a socially constituted 
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system of cognitive and motivating structures (1977: 76). The term entails both the generative 
principle of objectively classifiable objects and the system of classification of these practices. 
Simplified, habitus can be described as the social baggage any agent carries, which influences 
one’s perception of the world as well as one’s engagements. Habitus is the result of individual 
experiences and background. Consequently, different conditions of existence produce different 
habitus (Bourdieu, 1984: 170). However, the constitution of one’s habitus correlates just as 
significantly to the objective structures of the surrounding society. Bourdieu emphasises the 
importance of history in accordance with this, as he describes all agents to be products of 
“yesterday’s man” (1977: 78-79). The structure of society’s practices can thus be said to be a 
product of the non-discursive transferal of habits that takes place over generations. When the 
original purpose of contemporary practices cannot be recalled it means that they have been 
incorporated in the society’s structure and thus becomes part of the habitus of the individual 
agents of this society. Habitus is therefore closely linked with history, as practices are produced 
and reproduced by agents eventually leading habits to become naturally incorporated in the 
human mind (Ibid.: 79-80).  
 
3.5 Social Distinction 
Bourdieu saw society as an imbalanced social competition (Wacquant, 2008: 264), where an 
individual’s conduct is based in and around judgment from others, in turn receiving certainty and 
assurance e.g. from family and friends, but also uncertainty and insecurity from others, in order 
to exist as a social being in a social space. He saw these differences in social recognition and 
misrecognition, as creating an inherent and unavoidable hierarchy (Ibid.). In this hierarchy, some 
people are positioned more advantageously and the dividing entity is the three capital forms. 
Social capital can be explained as having acquired a membership to a group, cultural capital can 
be simplified as educational qualities, but also includes language and artistic skills, and lastly 
economic capital can be explained as monetary and material assets (Wacquant, 2008: 268). 
Bourdieu’s notion of social capital will particularly prove significant for this investigation and 
will thus consider the motives of the interview subjects in a social context through an elaborated 
focus on their different social networks and the general imbedded behavioural patterns.  
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3.6 Field and Doxa 
Bourdieu has labelled the social space, in which agents operate in order to exist as social beings 
according to a set of rules, as a ‘field’. Membership or belonging to a field is constituted by the 
agent’s ability to reproduce it (Bourdieu & Wacquant, 1992: 80). A field can be any type of 
social space, where the differences in social recognition and misrecognition create an inherent 
hierarchy, where agents will struggle to socially position themselves most advantageously 
(Wacquant, 2008: 265). The rules for operating a given field he labels ‘doxa’, which can be 
described as the unwritten and implicit rules that are constantly reproduced, and by which agent 
behaviour is unconsciously conditioned (Bourdieu, 1977: 164-166). An agent’s habitus and 
capital balance can be considered as determinants, as to whether or not an agent is able to align 
with the doxa of a field. 
 
In this investigation these concepts serve as explanatory tools in the identification of factors that 
have likely influenced the target audience into actively participating in the campaign. The 
investigation will discuss if any particular structures of the audience have influenced their level 
of participation. Since habitus is described as unconscious structure it is of significance to 
distinguish between both conscious and unconscious motivating factors. In order to clarify 
whether habitus influences the practice of the reviewed target audience, four agents with 
deviating academic backgrounds will be interviewed about their level of participation and 
perception of the Share a Coke campaign. The investigation will thus elaborate on the 
backgrounds of the interview subjects, discuss habitus as a predictive tool for the campaign’s 
degree of success, but also critically evaluate the handling of the concept. 
 
4. Methodological Approaches 
For this investigation both qualitative and quantitative approaches to data collection have been 
utilised. This, as per danish researcher Merete Watt Boolsen, has proven to be the optimal way of 
conducting an empirical investigation because the outcome of such a methodological approach, 
with both ‘soft’ and ‘hard’ data and ‘subjective’ and ‘objective’ perspectives, paints a more 
nuanced picture of the evidence (2004: 15). Such a methodological approach echoes what is 
intended with this project that inquires about a problem statement concerning the target group’s 
active participation on social media in Share a Coke. 
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To conduct this empirical investigation a questionnaire was formed. The questionnaire consisted 
of eight short and simple questions, five relating to Share a Coke and three relating to the 
background of the would-be respondents. The questionnaire was created online at 
surveymonkey.com and posted by the group members on social media, two internet forums and 
mass emailed to RUC mailing lists containing both students and faculty staff. The outreach was 
successful and less than 24 hours later, having received 1171 responses, the survey was 
terminated. 
 
Below are the questionnaire questions translated into English. See Appendix 7 for the original 
questions. 
 
Question 1: Do you remember Coca-Cola’s ad campaign of 2013, Share a Coke, where names 
were added to the labels? 
Question 2: Have you bought a Coke based on the name on the label? 
Question 3: Have you ‘shared’ a picture of a Coke bottle with a name on social media? 
Question 4: Have you seen others ‘share’ a bottle with a name on social media? 
Question 5: Has a friend ‘shared’ a bottle with you on social media? 
Question 6: What is your gender? 
Question 7: What is your age? 
Question 8: What is your latest completed or on-going level of education? 
 
The purpose of this questionnaire was to collect quantitative data that could yield generalised 
indications towards behaviour and attitudes in regards to Coca-Cola’s campaign. The responses 
will be used to extract findings to be tested against qualitative data obtained through research 
interviews with interview subjects, which will be covered shortly. Inspiration for the method of 
extracting findings comes from Danish communication researcher Kim Schrøder. However, 
where he extracts labels or boxes to categorise or exemplify his discoveries (Schrøder et al., 
2003: 114), this investigation will instead produce findings from the quantitative data collection. 
These will be presented more detailed in the following chapter. The 1171 responses will also be 
used to describe the habits and behavioural processes of certain segments of the respondents, who 
are segmented in groups based on their age, gender and educational level. 
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Through this process, the concluding findings will be developed into themes that will help design 
an interview study (Kvale & Brinkmann, 2009: 99). This interview study will be the basis for the 
interviews that are to be conducted with a select number of people. The purpose here being to 
investigate whether the quantitatively derived claims and findings hold true against what Kvale 
and Brinkmann label the knowledge produced in collaboration by interviewer and interview 
subject (2009: 17), i.e. the information produced in the interview interaction. 
  
Developing the findings to be tested against the knowledge of interview subjects, meant to first 
develop a framework where interesting discoveries could emerge. Instead of solely using the 
collective 1171 responses as grounds for data findings, sampling methods as per Boolsen were 
utilised. Turning this quantitative data collection into an analytical tool, among the methods 
presented by Boolsen, the random sampling method was applied (2004: 67-69). Neither the panel 
nor the systematic method can be utilised when processing this questionnaire, as the respondents 
were not required to type in their names or any contact info. Instead, a random number generator 
on random.org (2014) was used to select four numbers ranging from 1 to 1171, which would 
yield a random sampling. Next, the respondents with the corresponding numbers were found 
from the collected data. The four responses by random sampling are:  
 
Respondent 371 – A female aged 20-25, having completed, or currently enrolled in, an upper 
secondary school. 
Respondent 950 – A male aged 26-35, having completed, or currently enrolled in, an upper 
secondary school. 
Respondent 158 – A male aged 20-25, having completed, or currently enrolled in, a long-cycle 
higher education. 
Respondent 560 – A female aged 20-25, having completed, or currently enrolled in, a long-cycle 
higher education. 
 
Having developed claims, that are to be elaborated in the following chapter, the next step was to 
select interview subjects to provide verification or dismissal of the claims derived from the 
quantitative investigation. The interview subjects were chosen from a representative pool 
consisting of the combined social circle of the individual group researchers.  
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There could be implications, both ethically, validity- and quality-wise, surrounding interview 
inquiries about the private lives of acquaintances, and exposing any generated knowledge in the 
public arena (Kvale & Brinkmann, 2009: 62). However the investigation of this project is not to 
look at any hot-button issues, which might sway respondent answers in one direction for 
appearance sake, but rather to examine past actions in narrative style. Some of these chosen 
interview subjects may already have shared this specific act in the public arena themselves via 
social media, meaning that this type of investigation is not negatively affected by the implications 
above. 
 
The final four were selected due to their resemblance to the quantitative respondents, based on 
the respondents’ answers to the latter three questions relating to their personal background and 
additionally that they knew about Share a Coke. As a result of this sampling Respondent 371 
correlates to the interview subject henceforth known as ‘Sarah’, Respondent 950 correlates to the 
interview subject henceforth known as ‘Peter’, Respondent 158 correlates to the interview subject 
henceforth known as ‘Frederik’, and Respondent 560 correlates to the interview subject 
henceforth known as ‘Anna’. The interview subjects were told that the interviews would be 
recorded and that their names would be altered in the final report, to which they all accepted and 
gave their full consent. 
 
The interview guide was conceptualised as per Kvale and Brinkmann, who have made a step-by-
step guide for constructing an interview inquiry. When interviewing, the research interviewers 
have to stay close to the structure of the phenomenon under investigation (2009: 106). The 
interviews began by the interviewer stating the themes to be covered with the investigation. The 
interview subjects were encouraged to speak for longer turns, and were given a high level of 
freedom in formulating their experiences and thus the conducted interviews were ‘semi-
structured life world interviews’ (2009: 124). The research interviewers made sure to allow them 
to build a narrative within the framework of the interview inquiry, and posed follow up questions 
if a given answer did not yield an appropriately detailed account. The interviews have afterwards 
been transcribed and translated, which in itself generates a preliminary level of analysis (2009: 
184). The quantitative and qualitative data collections in this investigation have both been carried 
out in Danish in either written or spoken form, and has therefore been translated afterwards, to 
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concur with the language of this investigation. When translating data, attention must be paid to 
the fact that not only knowledge is translated, but also culture (Filep, 2009: 59). The empirical 
data collection of this investigation was launched in Denmark with the purpose of getting Danish 
respondents. The background of the researchers resembles that of the respondents and interview 
subjects, which will minimise the risk of knowledge getting “lost in translation” (Ibid.: 2009: 
69). 
 
The knowledge produced in the interview cannot be viewed as a verifiable truth that represents 
the entire representative pool or the quantitative respondents in terms of factual information i.e. 
the truth, as this per Kvale and Brinkmann is an unattainable aspiration (2009: 246-247). Since 
the knowledge is produced both by interviewer and interview subject, attention must be paid to 
the inevitable bias in actively constructing the information or knowledge, a notion labelled 
‘reflexive objectivity’ (Ibid.: 242). 
  
In the following chapter, the knowledge produced by the interviewer and interview subjects will 
be treated as a phenomenological account of their experiences, thus rendering the information 
valid and subject to reporting and analysis. The segmented groups and the respondents 
representative of them will henceforth be merged with the interview subject they correlate to. 
That is to say e.g. that ‘Respondent 371’ and all females aged 20-25 having completed, or 
currently enrolled in, an upper secondary school, will be referred to as ‘Category Sarah’, or 
abbreviated ‘CAT-Sarah’. 
 
5. The Reception of Share a Coke 
This chapter will feature an analysis of the knowledge obtained from the 1171 respondents, using 
the quantitative questionnaire described in the preceding chapter. To explain the quantitative 
findings, this analysis draws on the categorising methods of Schrøder, and the three background-
based questions of the questionnaire. In doing so, interesting patterns in the way the Share a Coke 
has been received start to emerge. The hard and objective findings of the questionnaire are 
categorised now into headlined subjects, which will be tested against the soft and subjective 
knowledge of the four interview subjects (Boolsen, 2004: 15). Quotes from the interviews will be 
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presented in English, translated from Danish. The original statements can be found in Appendices 
1-6, and references will be made to the exact line numbers of the quotes in question. 
 
5.1 Campaign Visibility 
The results from the questionnaire demonstrate that the campaign has had a strong impact on its 
audience, as more than 90 % of the respondents are able to recall the campaign more than half a 
year since its inception (App. 7.1). As the investigation focuses on the campaign’s visibility 
through social media, this has additionally been tested by the questionnaire. The results show that 
79.2 % of the respondents, who confirmed remembering the campaign, have seen other people 
sharing a Coke in their social networks. This consequently raises the question whether the 
campaign has been more visible on social media than other platforms, concerning which the four 
interviews have been asked. 
  
In this context, Sarah even denies remembering the campaign from its appearance outside her 
social networks, “I just remember that it suddenly started with people putting up pictures of Coke 
bottles with their names on and that was how I first noticed the campaign” (App. 1: 52-55). 
Similarly, Peter recalls his awareness of the campaign to derive from its visibility on his social 
networks. He adds, however, that he hereafter noticed it in commercial advertisements. He 
furthermore states that he has not been aware of such bottles in the supermarket (App. 3: 19-30). 
This opposes how Frederik became aware of the campaign “I actually think, I saw it in a shop I if 
I remember correctly. I do not recall having seen it online before that” (App. 4: 41-43). He 
claims, however, to have seen it “flourishing” afterwards (App. 4: 45-46). Anna’s awareness for 
the campaign derived, like Frederik, from the actual Coke bottles, which she noticed in a 7-
Eleven shop (App. 6: 45-46). It should, however, be added that certain aspects of her 
preconditions for the campaign deviate from the other interview subjects, as she worked in the 
particular shop at the time. Anna, correspondingly, recalls seeing other people sharing it on social 
networks (App. 6: 25-36). Common for the four of them is, accordingly, their confirmation of the 
campaign’s visibility on their social networks. Nevertheless, their responses differ when 
questioned how their awareness for the campaign was first caused, which in the cases of Sarah 
and Peter was triggered by co-users of the online social networks they belonged to.  
  
	   15 
5.2 Gender Patterns 
Question 6 on the questionnaire, where the respondents are prompted to answer which gender 
group they belong to, yielded a very even spread. Of the total 1171 respondents, 51.5 % are male 
and 48.5 % are female (App. 7.6). The random sampling method provided two respondents of 
both genders, and the qualitative interviews with the correlating interview subjects showed some 
differences in their behaviour during the campaign. A specific look at the male segment shows 
that 32.2 % have bought a Coca-Cola bottle during the campaign (App. 8.1). A closer look at the 
two male interview subjects, Frederik and Peter, reveals how their behaviour differed, regarding 
the purchase of one of these bottles. Frederik did not buy a bottle while Peter did. Peter did, 
however, not buy because of the name on the front, as question three entails, but because it was 
not possible for him to purchase a bottle without a name during the time of the campaign. The 
behaviour of both of the male interview subjects is thus keeping aligned with the majority of the 
males.  
  
The female segment paints quite a similar picture when looking at the question of a premeditated 
purchase. Much like the males, the female respondents who did not buy a Coke based on the 
name represents the majority, with 33.8 % having deliberately purchased a bottle based on the 
name (App. 8.1) - a slight increase in comparison to the males. Both of the female interview 
subjects, however, in contrast to both male interview subjects and the majority of the female 
respondents, have bought a Coca-Cola bottle based on the name on the label. Anna had a friend 
share a Coke with her on social media, so she found a bottle with his name and shared it back to 
him. She even selected one in the store with her own name on it, because she “saw it and then I 
took it because it was sort of nice” (App. 6: 20-21). Sarah too has bought a bottle with her own 
name on it, as she “hadn’t seen one with my name on it all summer, so I didn’t I didn’t think they 
had made one. Then my boyfriend pointed one out and I had to get it. It was the only one I saw 
all summer” (App. 1: 11-21). Sarah also notes that she bought one with her boyfriend’s name on 
it, and further muses that she “probably hasn’t bought one since” (App. 1: 30). 
  
Having established that the majority of the interview subjects have bought a Coke during the 
campaign, albeit not all of them premeditatedly to find one with a specific name, lends the 
behaviour to be compared to the act of sharing the bottle on social media. 8 % of males and 14.4 
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% of females have shared a Coke with other people (App. 8.2). This is a significant gap, which is 
also evident by the fact that of the 130 respondents who have shared a Coke on social media, 63.1 
% of them are women (App. 8.3). Anna and Sarah echo the pattern of the female respondents 
being more involved in sharing a Coke. They both bought bottles specifically with the intention 
of sharing them online on social media. Anna shared a Coke back to a friend who had already 
shared one with her, while Sarah shared one with her boyfriend online, and physically shared a 
bottle that read ‘Mother’ to her mother (App. 1: 73). Sarah also shared the one she bought with 
her own name, because as she puts its “I thought it was sort of a sensation, that I found one with 
my name on it, and so of course I had to share that moment with my Facebook friends” (App. 1: 
67-69). Even though Frederik says he did not buy a Coke, he nonetheless managed to share one 
with a friend on social media, because as he states, “I was just in the shop and then I took a photo 
of it there” (App. 4: 27). Peter could not escape the Share a Coke campaign and had to buy one of 
the custom bottles if he wanted a Coca-Cola. His bottle had the name ‘Marie’ on it, and as he 
says, he “did not know anyone named Marie” (App. 3: 42-43). Peter has reservations about the 
campaign altogether, and states that had he known a Marie at the time, he “still wouldn’t have 
shared it. Everyone was doing it and I was getting fed up” (App. 3: 47-48). 
 
Looking at quantitative and qualitative data when segmenting the findings into gender categories, 
it becomes an arguable point, that women are the most noticeable gender in actively participating 
in the campaign. Adding to that, the female interview subjects were not only more positively 
inclined towards the campaign, but also, in Sarah’s case, felt obliged to share the custom bottles 
baring their own names on social media. She furthermore constitutes a perfect demonstration of 
how communication campaigns can lead to radical change in behaviour. Not only did she buy a 
product which she would normally avoid, but her social media behaviour was also affected, as 
she was led to share a picture, in spite of generally not being active online (App. 1: 70). 
 
5.3 Age Patterns 
When comparing Question 7 concerning the age of the respondents with Question 1, asking if 
one remembers the campaign, the following findings emerge. As explained earlier, more than 90 
% of respondents remember the campaign, and this number increases in the 15-19 and 20-25 
groups, reaching as high as 92.2 % and 93.4 % respectively. The number proves to decline 
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proportionally when increasing the age group. When looking at the 26-35 year olds, 88.1 % 
remember Share a Coke, while the 50+ age group drops as low as 57.8 % (App. 9.1). The 5.3 % 
point difference between the 20-25 and 26-35 could arguably serve as proof that younger 
segments are more prone to notice it in their social circles online or offline, or that it has been 
more visible within these. 
  
When looking at Question 3, asking whether or not the respondent has shared a Coke, the pattern 
fits with the comparison of age and memory of Share a Coke. 10 % of the 8-14 year olds have 
shared a Coke with someone online. This number rises to 13.7 % when looking at the 15-19 and 
20-25 year olds, from when the numbers decline just as before. Of the 26-35 segment 8.8 % have 
shared a Coke, the 36-49 drops to 4.4 %, while the 50+ climbs to 7.9 %. From these two findings 
alone, it can be argued that age plays an important part in the individual’s tendency to notice and 
remember the campaign.  
 
With this comparison, based on six different age groups, the findings show that the younger 
respondents are more inclined to buy the product. The graph climaxes at the youngest age group 
8-14. 50 % of the respondents from this segment have bought a Coke based on the name on the 
bottle. It must be noted that the survey only has 10 respondents in this segment, thus making it 
difficult to conclude on this finding alone. However, the numbers align with the numbers found 
in the two following segments. Of 15-19 year olds, 43.1 % have bought a Coke, while of the 20-
25 year olds 34.6 % have done so. Just as with the previous comparisons, the amount of buyers 
drop when looking at the older half of respondents as it can be seen from the following: 26-35 at 
29 %, 36-49 at 31.3 % and the 50+ at 31.6 % (App. 9.2). This aligns with the previous age-
centric findings and from this it can thus be concluded that the younger respondents have been 
visibly more active and inclined to notice, buy and share a Coke.  
 
5.4 Educational Patterns 
Having accounted for the tendencies determined by age and gender this investigation is led to 
further examine the results determined by level of education. In order to simplify the patterns of 
these segmented results, the six groups of educational levels among the respondents have been 
divided into two groups called Edu Group 1 consisting of Primary school (PS), Vocational 
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education and training (VET) and Upper secondary school/Gymnasium (GYM) and Edu Group 2 
consisting of Short-cycle higher education (SCE), Medium-cycle higher education (MCE) and 
Long-cycle higher education (LCE). The questionnaire results indicate that respondents 
belonging to Edu Group 1 have been more willing to purchase the product as a result of the 
campaign, as 37.5 % have responded confirmatory opposed to only 31.4 % among the 
respondents in Edu Group 2 (App. 10.1-10.2). However, these initiating results drawing a pattern 
are disproved by responses to the other questions, from which the behaviour of the two groups to 
a large degree resemble each other. As the investigation anticipates this parameter to be 
signifying, albeit the results of the questionnaire proves differently, this anticipation will, 
consequently, be tested on the four interview subjects and further examined. 
  
Of the four interview subjects, two, namely Frederik and Anna, belong to Edu Group 2, as they 
are both studying at university level thus categorising them under educational type LCE. Both 
Frederik and Anna, have accordingly participated in the campaign to varying degrees. Frederik, 
who shared a bottle under private conditions, belongs to the segment CAT-Frederik, from which 
only 8.2 % shared a Coke, which resembles his restricted participation. Anna, who shares his 
educational level and age categorisation, has participated significantly more actively than 
Frederik, which resembles her segment CAT-Anna, from which 17.4 % participated actively thus 
making this segment more active than the average (App. 12).  
  
The other two interview subjects, Sarah and Peter, belong to Edu Group 1 as they both have 
completed Gymnasium as the latest. Sarah, who eagerly participated in the campaign in spite of 
not being generally active on social media, is hoping to become an actress and can generally be 
characterised as more creative than academic. Sarah’s behaviour towards the campaign does not 
directly resemble that of her segment, CAT-Sarah, as respondents of this group have not been 
particularly active in sharing, as only 9.1 % have confirmed to do so. Peter, who refused to 
participate in the campaign, works as a salesman in a consumer electronics retailer and has 
currently no ambitions of further education and is consequently also not characterised as 
academic. Peter’s behaviour is closer linked to that of his segment, CAT-Peter, as only 4.2 % of 
these respondents have shared a Coke, in accordance with Peter’s denying of doing so. Despite 
the low degree of participation, as much as 33.3 % of the respondents have bought a Coke on 
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behalf on the campaign, which Peter, however, also refused to do. The responses of all four 
interview subjects combined with the results of the questionnaire draw a pattern of educational 
level as being a vague signifier of behaviour towards the campaign (App. 12). 
 
5.5 Social Patterns  
The results of the questionnaire indicate that the respondents who have seen other people sharing 
a Coke on social media have been more inclined to actively participate in the campaign 
themselves. Among these, 37.3 % have been led to buying a Coke on behalf of the name printed 
on it, opposed to only 19.9 % of the respondents who have not seen it (App. 11.1). These 
numbers demonstrate how people might have been directly influenced by their networks into 
buying the product of Coca-Cola. What is even more remarkable are, however, the deviating 
percentages of social media participation within the same parameter. Only 3.1 % of the 
respondents, who have not seen other people participating on social media, have chosen to do so 
themselves. This contrasts significantly with the active participation of sharing from as much as 
13.8 % of the respondents, who have seen it (App. 11.2). What is further evident is the likeliness 
of participating on social media when having already been shared to, and thus included, by 
others. Among the respondents who have received a share 56.8 % have been led to buying a Coke 
while 39.9 % have participated further and shared it on social media (App. 11.3-11.4). This 
contrasts with the responses of the respondents who have not received such a share from which 
only 29.9 % have purchased while only 7.4 % have shared it (App. 11.3-11.4). These results 
combined draw a clear pattern between one’s participation and the participation of those in one’s 
network. It thus becomes evident from the questionnaire that receivers are more likely to 
participate themselves if they have seen other people participating. These are even more likely to 
participate if they have personally been included in the campaign. These findings have 
subsequently been tested on the four interview subjects. 
  
Common for all the interview subjects is the active participation of people from their social 
networks, as they have noticed shared pictures of a bottle of Coke with names on them. Frederik, 
who sent and thereby shared a picture of a Coke in a private message to a friend, states that 
having seen other people do so has likely led him to participating. He responds thus that a part of 
the “fun” is likely to rest on the value of recognition (App. 4: 38-39). Sarah, who both bought 
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and shared several Cokes during the campaign, states that she went looking for a Coke with her 
name solely because of the trend among her friends to do so. She further states that she even felt 
left out, as she could not find her own name on the bottles in the beginning of the campaign, “… 
so when I finally found one with my name on it, I of course had to buy it” (App. 1: 11-18). Anna, 
who have likewise bought and shared several Coke bottles, further confirms the anticipation that 
increased participation depends on one’s social connections. “I once bought another Coke, which 
had the name of one of my friends and took a picture of it and sent it to him on Facebook because 
he did the same to me” (App. 6: 25-29). Two other friends also shared a Coke with Anna, who 
enjoyed the trend as cosy and social (App. 6: 38-42). Peter, on the contrary, seems to distance 
himself from the campaign as a counter reaction to what he considers an excessive participation 
level, as he states, “Everyone was doing it and I was getting fed up” (App. 3: 47-48). Not only 
did Peter refuse to participate, a screenshot of a Facebook update during the campaign shows 
how Peter publicly distances himself from the campaign: “I just drank a Coca-Cola with my 
name on it, without taking a picture of it and putting it on Facebook.” (App. 14). Peter’s choice 
whether to participate or not seems, interestingly, to solely depend on whether other people have 
been participating or not, in apparent correspondence with Anna and Sarah. This, however, adds 
a new level to the findings, as it indicates that receivers have not only actively chosen to include 
themselves but likewise actively chosen to seclude themselves. What must further be noted, is 
that Peter, unlike the other three interview subjects, has not received any shares and has thus not 
been included by others. One could therefore speculate whether Peter’s choice of not 
participating has been provoked by his network’s lack of inclusion. It has thus been proved by the 
questionnaire that receivers who have been included in the campaign through a friend’s act of 
sharing have been more enticed to actively participate. 
  
The tendencies from the questionnaire results correlate, to some extent, with the responses from 
the interview subjects. The patterns of coherence between level of participation and that of one’s 
network are confirmed particularly by the two female interview subjects, who both seem to 
actively seek social integration in what is perceived as a trend in their networks. Frederik keeps 
his participation away from a public sphere, but still considers himself encouraged by other 
people’s participation. His participation can therefore, to a lesser degree, be considered inclusion 
to a certain group. Peter, on the other hand, purposefully distances himself from the campaign. 
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Particularly Sarah, Anna and Peter can thus be described as actively including or secluding 
themselves to or from a specified group of users.  
 
5.6 Patterns of Active Participation 
The categorisation of empirical data visualises tendencies of active behaviour towards Share a 
Coke. It becomes evident that certain aspects of the respondents’ backgrounds have likely served 
as influential determinants. Active participation is determined by Question 2 and 3 in the 
questionnaire, as these investigate whether the respondents have bought and shared a Coke, 
respectively, while the qualitative inquiry investigates why the respondents have done so. These 
two degrees of active participation has thus been determined as the likely effects of Share a Coke. 
In the following chapter, this investigation will examine and scrutinise the underlying factors 
behind audience behaviour towards Share a Coke, personified by the respondents and interview 
subjects. The findings accounted for above and the appendices will serve as the data to which 
theories will be discussed and applied in order to conclude on the active participation and the 
reception of the campaign. 
 
6. Active Participation 
This chapter will take its departure in the findings of individual behaviour affected by the 
campaign and discuss which features of the campaign influence the receiver and thus how effects 
are achieved in favour of the sender. It will further be discussed whether all receivers are equally 
likely to be affected or whether certain aspects of one’s habitus tend to condition and dominate 
one’s reception. As stated, this investigation explores the effects of the campaign under the joint 
activity of active participation. Active participation has in this context been divided into two 
possible scenarios: firstly, buying a Coke as a direct outcome of the campaign and secondly, 
sharing a Coke through social media. This will be done by discussing the two aspects of active 
participation in relation to the theories of Pierre Bourdieu and Anja Bechmann & Stine Lomborg 
as described in the theory section, using Coca-Cola and the empirical investigation as case study 
and data respectively. 
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6.1 Buying a Coke 
Persuading its audience into buying a Coke on behalf on the name on it has been constituted as a 
desired effect categorised under active participation in this investigation. As the empirical results 
show, this effect has been achieved among a significant part of the respondents. Coca-Cola has 
therefore succeeded in creating economic value for themselves through the campaign, as it 
affected consumers into buying a Coke solely based on the name on it. What is not shown in the 
quantitative data is, however, how this change of behaviour has been caused. As a bottle of Coke 
can be considered as both an inexpensive and, to most people, familiar product, this change of 
behaviour does not require great economical sacrifices. It becomes, however, an increasingly 
interesting matter, when radical behaviour is observed, as in the case of one of the four interview 
subjects, namely Sarah. As previously mentioned, Sarah states that she bought several Cokes 
with various names on them during the campaign, in spite of the fact that she hardly drinks soft 
drinks. As she furthermore states that she cannot recall buying a Coke since this campaign, it 
becomes evident that the campaign has affected her behaviour directly. It can be argued that the 
two projected instances of active participation are inseparable and, subsequently, that the actual 
purchase of the product only serves as a tool for the next step thus generating a key to 
membership. Apparently, this has been the occasion in the case of Sarah, who used the Coke 
bottles to achieve and maintain contact with other people. The results of the questionnaire show, 
however, that a majority of the respondents, who purchased the product did not actively 
participate via social media. This leads to investigate how the product in itself creates value for 
the consumer.  
 
As previously shown, respondents who have seen other people sharing a Coke have been 
remarkably more inclined to purchase one. Respondents who have had a Coke personally shared 
have been even further inclined. This demonstrates the power of what can be described as 
personal marketing. It can thus be anticipated that seeing other people marketing a product or 
even having a product personally presented by a familiar sender adds a level of trustworthiness to 
the particular product. Receiving a share from a friend converts the sender of the product from 
being Coca-Cola to whoever shared it. This way the actual purchase of the product might 
resemble a transaction between friends, rather than from a global brand, whom the buyer has no 
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personal connections with. It can further be anticipated that it familiarises the actual product and 
thus creates a personal connection to the physical product thus fulfilling social needs. 
 
When considering impulses that ultimately affect receivers of the campaign into buying the 
advertised product, it is of great significance that Coca-Cola, as mentioned, has created an 
affordable personal product. The personalisation of the product might thus have been a highly 
contributing factor to its success rate. This anticipation is supported by studies from Hanley 
Wood Business Media stating that “78 % of consumers feel that brands that create unique and 
personalised content are more interested in building a relationship with them” (Grimes, 2013). 
The consumers’ need for personalisation is through this campaign greatly achieved as it hardly 
gets more personal than a person’s own name. This is strongly supported by the two female 
interview respondents, who bought a Coke with their own name. What is interesting about these 
cases is how the interview subjects’ interpretation of the campaign deviates, as it becomes 
apparent that the two male interview subjects have only considered sharing a Coke with other 
people. 
 
As mentioned previously, Bourdieu’s notion of the capital forms is described as a currency used 
by agents to signify social positions in a field, by separating one’s distinction from others 
(Wacquant, 2008: 264-65). The social media sphere as a field, can be argued to represent 
Bourdieu’s notion of a hierarchal social imbalance, as conduct on social media is always the 
judged by other agents operating that same field. The motivation for active participation of the 
interview subjects in the campaign can be examined, when using the capital forms and social 
media as a specific social context or field. The Coke product is an inexpensive acquisition and it 
can be argued that active participation becomes an investment, using the capital forms as an 
exchange of currency. By compromising on economic capital, agents who buy the Coke bottle 
and choose to share it via social media, can reap the beneficial returns of that investment in the 
form of social capital. When the two female interview subjects Sarah and Anna say that they have 
bought a Coke and shared it, they exchange money for a product that can ultimately be turned 
into a social act through an online share. Capital forms could also be seen and argued from Coca-
Cola’s point of view. In making their product available as a tool with which to exchange capital 
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currency, they reinforce their brand while also gaining cultural capital, as a symbolic, 
sensemaking value creator in the eyes of its audience. 
 
Another aspect of Share a Coke that has not been analysed or discussed is the act of physically 
sharing a bottle of Coke with relatives. This would naturally require a purchase of the product but 
it would concur with marketing campaigns and slogans from the past, as mentioned earlier in the 
case of the Hilltop campaign. From our interview subject Sarah, it was learnt that she had shared 
several bottles of Coke, and even one physically with her mother once she found one with her 
mother’s name on it. The physical element could arguably be a deciding factor in the success of 
the campaign, since it becomes a ‘hands-on’ experience for the users, as it requires a bit of work 
to locate the fitting custom bottle, and is thus not merely an online activity.  
 
6.2 The Influence of Background 
The results of the quantitative data generate patterns of lower educated respondents to be more 
inclined to purchase a Coke due to the campaign. The same generally applies to younger 
respondents. This leads to discuss whether any habitual factors might have induced these 
patterns. In order to point towards a common denominator it can be supposed that these segments 
generally receive a lower income than their opposing segments. This can be supported by the 
assumption that personal income is partially determined by years of work experience and 
educational level. Consequently, it can be argued that the purchasing powers of these segments 
are weaker. Concepts of Bourdieu are to some extent condemned to, through this kind of 
segmentation, as Bourdieu highly criticised consumption theories that reduce the consumers to 
their purchasing power independently (1984: 224). However, Bourdieu further claims that 
genuine scientific theories of habitual practices can only be conducted within fields where the 
product can be presumed to be equally attainable for all agents (Ibid.). As the product has been 
categorised as affordable and all respondents of this questionnaire are assumed to posses the 
necessary economic capital, the Coke bottle can be defined as roughly equally attainable for all 
agents. As it has already been concluded that Coca-Cola succeeded in creating an affordable yet 
personal product, it seems plausible that this particular categorisation has appealed to consumers 
who, otherwise, have not had the economical capital to consume personal products, as these 
usually appear in more expensive shapes.  
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6.3 Sharing a Coke 
The second practice of active participation, examined in this investigation, consists of sharing a 
Coke on social media. As described from the results, this creates a significant context, as the 
campaign has been highly visible on social media. The quantitative and qualitative data show that 
while active respondent participation is low, the vast majority remembers having seen others 
share a Coke. It could therefore be argued that this effect has served as a key tool for 
reproduction and thus exponential growth in visibility, as a single share will reach a lot of people 
and generate an advantageous snowballing effect. Sharing, in this way, can be considered to 
demand more involvement as it not only requires more from the user but also forms a more 
positive effect for the sender. As the campaign is clearly set up to motivate its audience into 
participating, the act of sharing becomes a more important goal than buying. Having already 
explained tendencies and patterns of sharing, it can be discussed which dynamics and means 
persuade receivers to share, and which segments of receivers are more likely to participate 
actively in the campaign in such a way. 
 
As implied by Sarah, participating in the campaign on social media can be considered as being 
incorporation into a certain group. Social belonging on this scale can be motivated by various 
factors. Essentially sharing something with other people can be experienced as connectedness 
through the maintenance and construction of social bonds and relationships to other people but it 
can also be ascribed as a means for the users to make sense of themselves (Bechmann & 
Lomborg, 2012: 5). From the users’ point of view, these phenomena can be explained through the 
conceptualisation of the user as a productive agent, who achieves social belonging through 
interacting and connecting with fellow users (Bechmann & Lomborg, 2012: 4). The actual 
content can then be deemed irrelevant, as the campaign only serves as a tool for this purpose. In 
this context it is described how social media function as a tool for self representation. Belonging 
to a group, whether offline or online, can be understood as allowing the individual member to 
identify him or herself in a larger social context. In relation to the concepts of Bourdieu, the 
motives behind social belonging can further be explained as the exchange of social capital. 
Belonging can thus be understood by the individual as possession. The user can in this context be 
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described as acquiring social capital through connecting to other users, with whom a common 
interest is shared.  
 
As implied earlier, the notion of possible membership to a group produces two oppositional 
behavioural changes among the interview subjects. Having already accounted for the receivers 
who actively seek such membership, it becomes apparent that Peter’s distancing behaviour 
towards the campaign can also be explained as a means of creating value. Here Bourdieu’s notion 
of distinction serves as a tool for clarifying Peter’s motives. It can thus be anticipated that Peter’s 
perception of the campaign differs from the group of receivers who actively participated. This 
perception has likely been influenced by other external dynamics. As Peter’s negative reaction 
towards Share a Coke evidently occurs well into the campaign, it seems plausible that it is 
directed against the active participants, rather than the campaign itself. What is likely to have 
occurred is that Peter, through his reaction, maintains a certain type of social position and seeks 
to distance himself from certain members of the group of active participants. This is supported by 
one of Peter’s arguments for not participating: “Everyone was doing it” (App. 3: 47). Peter’s 
eagerness to create distance to what is perceived by him as a mainstream trend draws clear 
parallels to Bourdieu’s findings on the judgement of taste. Bourdieu’s theories find dominant 
classes to constantly being inclined to enforce their distance and therefore reject behaviour 
practiced by other classes of society. Simplified, Peter’s rejection of the campaign might have 
been caused by disrespect towards the other participants. Peter’s attempt to distance himself from 
the campaign, can also be explained through the theories of sense-making as gratification 
(Bechmann & Lomborg, 2012: 7). As this term conveys the possibility that insiders and newbies 
utilise innovative ways to make sense of themselves and arguably to stand out from the crowd. It 
can then be argued that Peter’s rejection of the campaign serves as a creative attempt to explore 
and develop himself, by doing the exact opposite of his social group and speaking his mind on 
the matter. It can also be said about Peter’s, and infact all other users’, online behaviour, that it 
has to correlate with their offline behaviour when interacting with people they already know, as 
these will hold a pre-existing impression of personality and behaviour (Ibid.: 5). Therefore it can 
be argued that Peter, due to his personality, would still be inclined to speak his mind in both 
offline and online settings. 
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Bourdieu’s concept of social positioning can be translated into the Bechmann & Lomborg notion 
of actor roles on social media. Share a Coke is in itself an unfinished product that needs active 
participation from its audience to be completed, in order to create economic value for Coca-Cola. 
Therefore it is imperative that some agents of a social group choose to unconsciously step into 
the actor role of the insider, i.e. the first mover on social media who has positioned him or herself 
at the top of the field hierarchy, whom everyone is following for the latest trends. The campaign 
does not rest on the insiders alone, however, as the created content needs to be consumed by 
other members of an insider’s group. The agents, that use social media as a tool, who stay 
connected to their social group and whose contribution to the field can be deemed insignificant, 
can be classified to the actor role of the lurker. These agents are in the consumer spectrum of the 
social media sphere, as they remain inactive entities who mostly consume the activity of the 
insiders. They can be categorised as an audience rather than a performer in the theatre that is 
social media. 
 
Being able to comply with the rules of the game, i.e. the ways and means of using social media is 
essential in the case of Share a Coke. The campaign would not have worked unless the target 
audience was already familiar with the doxa of the social media field, and was able to utilise it for 
their own purpose. Inclusion to a group depends on the ability to conform with its behavioural 
norms and it could therefore be argued that Bourdieu’s notion of field doxa to some extent 
explains why the interview subjects chose to share the product with other agents of their field, in 
order to solidify a social position within their specific social context or group. The interviews 
show that Anna received a share on social media and knew exactly what the next step should be 
without having to think about it. She can then decide to do as the doxa dictates, which is to share 
something back, or she can choose to ignore it. Whether or not she proceeds to share a Coke 
back, and thus comply with the rules, is up to her, but she realised the next step instantaneously. 
This is because doxa, in this case, is the term for the unwritten rules that agents have to comply 
with when using social media. If one agent of this specific social sphere makes contact to 
another, the doxa dictates that the next step is to acknowledge and reproduce that action. This 
could be further argued through Frederik, who shared a Coke without buying one first after his 
sister shared a Coke with him. He was confronted with the campaign when he noticed the product 
in the shop, and chose to comply, by using this product as a tool to connect with another person. 
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It could be argued that his actions in this case were caused not only by the doxa of the field, but 
also by the Coke bottle itself. The word ‘share’ alone is an action-induced conative message, 
especially when combined with the #ShareaCoke hashtag, that instantly and unconsciously 
connects agents to the next doxa dictated step, which is to share the Coke. Frederik’s case can 
explain another aspect of the doxa inherent in social media, which is to maintain connectivity 
with any group to which one has acquired a membership. Having grown up under the same 
conditions and shared the same background, his sister is influenced by a similar habitus. For his 
sister, sharing a Coke becomes a tool to create sensemaking of their relationship, in that the bottle 
read either ‘Brother’ or ‘Family’ (App. 4: 52-53). It also serves as an opportunity to maintain 
their connection, to create a familial social value and to exchange social capital with one another.  
 
6.4 Habitus as a Predictive Instrument 
As evidential from the results, certain segmented groups of respondents appear more inclined to 
participate in the campaign on social media than others. It can therefore be discussed whether 
particular aspects of the respondents’ habitus can be used as predictive tools for the reception of 
the campaign. As it becomes apparent that younger respondents have been more inclined to 
participate on social media, it can be argued that certain aspects of their upbringing has led to 
this. In this context it is significant to note, that new digital phenomena are, obviously, a new 
phenomenon. Consequently, social media behaviour cannot yet be ascribed as bridging 
behavioural patterns between generations. As Bourdieu describes habitus to be “history turned 
into nature” (1977: 78), social media habitus can be understood as being in the early stages of 
incorporation into natural behaviour in a modern society. For generations born into a world in 
which social media are accepted as natural platforms for various aspects of certain practices, such 
participation might be received with much more acceptance than by older generations, for whom 
social media have occurred long after their upbringing and consequently not as incorporated in 
their habitus. It can, however, also be suggested that the campaign has contained dynamics that 
have simply appealed more openly to a younger audience, thus disregarding the aspect of new 
digital phenomena. 
 
The deviating responses from the interview subjects place further attention to an elaboration of 
their respective backgrounds. Peter’s rejection of the campaign draws parallels to the behaviour 
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of the dominant classes of contemporary France, that Bourdieu deals with. However, the aspects 
of Peter’s habitus familiar to this investigation does not seemingly qualify him as a belonging to a 
dominant class. In contemporary Danish society, it could be argued that classes do not exist in a 
resembling way or that distinction is not sought through cultural and economic capital as much as 
with social capital, since this capital form is found to be an indeterminable factor, from the 
presentable knowledge on Peter’s background. As the same applies to all the interview subjects, 
it can only be speculated whether their unknown accumulated capital would indicate behavioural 
changes determined by social capital.  
 
7. Perspectivation 
7.1 Pierre Bourdieu 
When utilising theories of Bourdieu it must be noted that much of the broadness and complexity 
of his concepts, have been wilfully neglected both due to incapacity and in order to simplify 
findings and equalise conclusions to match the quality of the empirical data. The decisive 
conditions for these simplifications thus rest partially upon the size of the investigation and the 
skills of the researchers. This becomes evidential particularly in the exploration of the habitus of 
the audience, as the concept has been utilised in order to support both findings and anticipations. 
It can further be argued that the data lacks representation, as 1171 respondents do not necessarily 
entail a representative field. The quantitative data that constitutes a majority of our conclusions 
and claims must therefore be reviewed critically, as it lacks potentially necessary background 
information from the respondents.  
 
Although elaborated, the same applies to the qualitative data. It must further be noted, that 
Bourdieu’s theories should be reviewed critically as all societies are ever changing and the 
relations between social structures and individual agencies likewise. The structural differences 
between individuals of our field must furthermore be expected to highly deviate from Bourdieu’s 
fields of investigations, as much of his research dates back several decades and deviates 
structurally, as contemporary France to a much higher degree was class divided than today’s 
Denmark. Bourdieu’s conclusions based on behavioural differences within his research data 
should therefore serve as inspirational sources rather than objective truths, as this might lead to a 
concealment of new findings due to bias.  
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7.2 Capital Exchange in a Runaway World 
Bourdieu’s concept of Capital Forms is a comprehensive focal point for looking at the behaviour 
and attitudes towards Share a Coke. A project of larger scope would allow for inclusion of the 
other significant forms of capital, which in turn could affect and add depth to other aspects of the 
report; the empirical investigation for one. Adding cultural capital to explain behaviour of the 
interview subjects would have opened up for a more ethnographically shaped investigation. The 
education and language use i.e. vocabularies, would have helped explain the habitus of the 
interview subjects in greater detail. The recorded interviews could be subjected to Conversation 
Analysis, the ethnomethodological tool of investigating the sensemaking of everyday life 
(Garfinkel, 1967: vii), in order to make assumptions about the respective interview subjects’ 
balance of collective capital. Thus the interview guide would have been constructed differently, 
relying more on a freeform narrative structure to obtain knowledge about the subjects.  
 
The quantitative empirical investigation was meant to be supplied by hard data from The Coca-
Cola Company, through a few words on what they attempted to accomplish. Such data could 
speak to whether the motives of the campaign were economic gain, brand reaffirmation or 
something else entirely. Contact to Coca-Cola was made early in the process, however, not until 
the latter stages did they reply with a generic response and a link to a website containing 
information that was insufficient for this investigation. 
A more elaborative project would also allow for greater detailing on social media as conduits for 
value creation and sensemaking of the world, with larger inclusion of identity formation, 
negotiation of the self and social psychology. For such an endeavour, the text A Life of One’s 
Own in a Runaway World by Ulrich Beck becomes relevant. Using notions of post 
modernisation, and the ‘me first-mentality’, that according to Beck permeates today’s society 
(2002: 27), links well to the competition-society of Bourdieu and the need for network 
recognition by Bechmann and Lomborg, which would add further depth in the attempt to uncover 
why the interview subjects, most applicable to Sarah, would feel the need to share her Coke 
purchase with all of her friends. 
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8. Conclusion 
This reception analysis has combined theory with collected empirical data to address the 
motivation behind active audience participation in the Share a Coke campaign of 2013. The 
success rate of the campaign has been constituted through its visibility on social media as the 
most crucial platforms. The campaign could not have been successful, had it not been for the 
content generating creative labourforce of insiders, who received the message and accepted the 
invitation to share their Cokes. The patterns drawn from the empirical data as explored earlier 
make for strong indications as to the types of agents taking active part in the campaign. Users of 
social media are solidifying their social positions in a time where social media as fields become 
more and more intertwined with one’s habitus, which explains why younger respondents have 
been more active than older ones. The older respondents have to conform to the doxa of the 
social media fields as platforms used to write oneself into being i.e. a tool for social positioning 
and to distinguish oneself from others connected to the group. This is particularly evident by 
Peter and Anna, who among the interview subjects, belong to the least and most active age 
groups respectively. The gender pattern is also significant in outlining the most active segments, 
where females appear more often as insiders, while males assume the lurker roles. 
 
This investigation can conclude that by actively participating in the Share a Coke campaign, 
agents can use the custom Coke bottles with the conative function of various personalised names 
to reach and address other agents with a similar type habitus within their social media field, to 
establish sensemaking and create value. One of the goals of the campaign is “to create value and 
make a difference”, and as such Coca-Cola has tapped into the doxa of social media and designed 
a product that allows its audience to become active produsers and use the Coke as currency to 
exchange social capital. An agent buys a Coke and shares it via social media to solidify a social 
position and maintain membership to the social sphere, while another agent recognises that 
action, buys a Coke and repeats the pattern. Thus active participation as defined by this 
investigation becomes a behavioural pattern that constantly reproduces. 
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Appendix 8.1 – Question 2 – Comparison through Question 6 
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Appendix 8.2 – Question 3 – Comparison through Question 6
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Appendix 8.3 – Question 6 – Segment of Question 3 ‘Yes’ respondents  
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Appendix 9.1 – Question 1 – Comparison through Question 7 
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Appendix 9.2 – Question 2 – Comparison through Question 7 
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Appendix 10.1 – Question 2 – Segment of Question 8 ‘Edu Group 1’ 
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Appendix 10.2 – Question 2 – Segment of Question 8 ‘Edu Group 2’ 
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Appendix 11.1 – Question 2 – Comparison through Question 4 
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Appendix 11.2 - Question 3 – Comparison through Question 4
 
 
	   59 
Appendix 11.3 Question 2 – Comparison through Question 5
 
 
 
  
	   60 
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11. Informative Article 
Social media have become essential companions on an everyday basis for almost any teenager in 
contemporary Denmark. Platforms like Facebook, Twitter and Instagram have, along with others, 
evolved into being vital tools for creating and maintaining relationships within most social 
circles. Social media do, however, not just serve as tools for social purposes. Most users have 
most likely noticed that more and more advertisements seem to appear on the various platforms 
of social media. In most cases this type of advertisement appears as nothing new for experienced 
users of the internet. However, in certain cases the advertisements are mediated through channels 
that have so far been unknown to the users, as social media, in this context, are relatively new 
phenomena. An example of such advertisement is the summer campaign of 2013 by Coca-Cola, 
‘Share a Coke’. During this campaign, pictures of Coke bottles with various names printed on 
them have been flourishing on different social media platforms. Surprisingly, the pictures were 
not sent from Coca-Cola but from friends and family members who wanted to ‘share’ a Coke 
with someone. When a brand or a product is presented in this way, it is likely to be received with 
different attitudes. 
 
Survey results concerning this campaign show that particularly younger people seem to be more 
acceptable towards participating actively. Active participation is in this case defined two folded 
as it entails both buying a Coke because of the campaign and sharing one on social media. This 
pattern seems to be caused by various reasons. One cause might be their more familiar relation to 
social media and the internet generally, as this has been implemented in their lives earlier than for 
older generations. It might, however, also indicate that younger people are modifiable and 
therefore easier to affect. The results further show how trends on social media come to grow 
exponentially as they are being reproduced and thereby remediated numerous times. This 
exponential growth has been proven in the paper as the results of numerous respondents have 
shown that people who see other people participating actively are much more inclined to do so 
themselves.  
 
Social media trends such as the Share a Coke campaign often shapes the foundation for fun and 
games for the users of social media, but such trends must be approached somehow sceptically as 
they are increasingly more often occurring as well planned campaigns mediated by companies 
	   64 
with one single aim, namely profits. Numerous examples show how lending a child an iPad or 
letting one participate in games have led to expensive bills, from which it can even be difficult to 
explain the product that has been bought. Letting children loose on the internet must, 
consequently, be done with precautions as practices are ever changing both online and offline and 
these changes will always be sought to be benefited from. 
 
11.1 Synopsis 
This informative article serves to enlighten young users of social media and particularly their 
parents about social media marketing. It seeks to raise awareness about the likeliness to be 
persuaded by such marketing and serves thus to some extent as a warning about social media 
participation. It seems that children are becoming active on social media at an increasingly earlier 
stage. This implicit warning is therefore particularly addressed to the parents of these young users 
of social media, as these might be more modifiable and less aware about the consequences. In 
relation to this, it must be noted that the campaign in focus of this investigation does not contain 
any apparent risks other than an unplanned purchase of a Coke. There are, however, numerous 
examples, appearing frequently in the media, of children having bought things or spent money on 
the internet without being aware of it. This article could therefore appear in a newspaper in 
association with an actual news story exemplifying these dangers that have been presented. 
 
On the basis of the written investigation, the informative article could have been addressed to two 
oppositional recipients; the second being the companies. For them, the findings of the 
investigation could have served as guidelines on how to persuade an audience the way Coca-Cola 
did. It was, however, chosen to expand the conclusions and attitudes of the investigation 
excessively and review such marketing in a negative light, thus resulting in a warning. In order to 
state this warning, the article sought to firstly present social media positively or neutrally, 
followed by tangible evidence stating children or young users to be in the danger zone, before 
conclusively presenting the risks at hand thus reversing the initial image of social media. This 
structure was chosen in order to leave the concluding warning as the strongest and most 
memorable paragraph of the article.  
